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Let’s finish Publix’ 
greatest year by 
making December 
its greatest month! 


EXTRA! © 
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See Page 3 For Dec. Bookings 
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Let’s finish Publix’ 
greatest year by 
making December 
its greatest month! 
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LAUNCH DECEMBER PRO 
TO END PUBLIX’ GREATEST YEAR 


FIT-DRIVE 


There will be no pre-Christmas box office slump in Publix this year! The ) in Publix this year! The December Drive for 31 Profit Days is launched today! It will 


give Publix its greatest profit month in its greatest profit year! 
Within the next ten days, every theatre under the Publix trademark will have its programs either. completely set, or almost so, fr the en- 
tire month. Every unit of each program will be composed of such powerful box-office lure that subsequent ticket sellnic campaigns will find 


small resistance even in the customary opposition of Christmas shopping. 


AN EPOCH-MAKING EFFORT 


In launching the 4 week December ticket-selling drive in the face of what show-business an- 
nually knows to be the ‘‘worst two weeks of every year,’’ Publix is solidly and enthusiastically be- 
hind Mr. Katz as he undertakes another epoch-making innovation. 

Show business has always been accustomed until now to accept bitter losses for the two weeks 
prior to Christmas day. But for ‘that matter so also did show business close up its theatres annually 
in hot summer months until Publix introduced refrigeration plants and entertainment that brought 
peak-profits in July. Conquering the pre-Christmas slump bogey will remove the last of the giant 
obstacles that impedes. progress of the high type of show business that Publix has brought to thea- 
It will also give Publix its GREATEST profit months to end its greatest year! 
It is a severe anc spectacular 


PUBLIX TO JOIN 
‘SHOP EARLY’ 
CAMPAIGN 


NEW YORK CITY, Nov. 5—The 
‘movies will do their share this 
year. to relieve the tired, aching 


feet of distracted shopgirls, mail 


carriers and expressmen, who an- 


nually bear the ‘burden of Christ- 


mas shopping activities. 

Twelve hundred Publix theatres, 
by order of Sam Katz, president, 
will join hands with the news- 
papers in urging /the public to buy 
and mail all gifts as early as pos- 
Since these thea- 


Plant This One! 


Here is a ‘a Keystone story 
which will greatly help our 
December profits. Have an 


ORIGINAL COPY TYPED 
FROM [T, and personally 
take it to each daily news- 


paper telegraph-editor to 
publish intact. The next day, 
follow it up with a visit to 
the CITY Editor and give 
him a local slant on the same 
story. PLEASE SEND CLIP- 
PINGS OF THIS STORY TO 
PUBLIX OPINION. 


producing: companies, it is expect- 


tregoers. 


ed that other theatres affiliated 


with film producers, as well as in- 


dependent theatres, will follow 


- suit. 


Heretofore, only the newspapers 
have championed the ‘“‘shop early’”’ 
idea. The movies, however, 
through Publix alone, add an ap- 
‘peal that will reach 35 million 
theatregoers weekly. 

As an inducement to shoppers, 


nine of the fourteen most extra- 
‘ordinary and exceptional pictures 
‘now scheduled for production will 
‘be released between now and 
‘Christmas and shown in the 1,200 
Publix theatres during the pre- 


(Continued on Page Three) 


Warning!! ue 


Warning is given by Mr. 
Katz to everyone in Publix, 
that no answer or comment 
of any nature is to be made 
by anyone to the attack on 
talking pictures launched in 
a campaign of half-page 
= | newspaper ads sponsored by 
he American Federation of 

usicians. 
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‘OREATEST PROFIT MONTH IN PUBLIX’ GREATEST YEAR! 
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PROMOTION 
STIMULUS 


Except for the 16 Xmas gifts 
which are offered for the QUICK 
return of ideas for 31-profit days 
in December, NO other prizes are 
offered for the December Drive. 
The reason is the difficulty of 
finding equitable basis for com- 
parisons in making the awards. 
Instead of prizes, each theatre will 
have its list of names of those 
Publix showmen whose. efforts 
were outstanding for December. 
These names will be duly noted 
by Division Directors and Home 
Office Executives, for extra con- 
sideration in INDIVIDUAL PRO- 
MOTION records. Thus, extra ef- 
fortto have routineaccomplishment 
in December has the probability of 
permanent value to the future of 
everyone who puts his shoulder to 
the wheel and accomplishes things 
that sell extra tickets. : 


and ability that will bring success. 
campaign affords, will do the rest. 


Accomplishment of this seeming miracle is not a one-man job! 
test of the brain-power and man-power of the 125,000 persons on the Publix roster for 1,200 thea- 
tres. | With the leadership that is ready to tackle the job, and the hand-picked men who operate 
each theatre carrying the Publix trademark, there is every reason for confidence in the belief that as 
the new year rings in, Publix jshowmen will have added this brilliant new accomplishment to the 
Publix record of achievement in the industry. 

Every reason that can be advanced that might defeat the campaign is outmatched by plans 
_Enthusiastic teamwork thruout the circuit'that such an exciting 


BLUE MONDAY 
BUSINESS 


That the majority of managers 
throughout Publix circuit have re- 
sponded to Mr. Katz’ wire regard- 
ing low Monday grosses with a 
right hearty will—-which has 
taken shape in energetic and ef- 
fective action—is evidenced by 
the improved Monday grosses 
turned in at some points during 
the past two weeks. 

“It is now a month since Mr. 
Katz’ first wire was directed to 
managers in the field on this sub- 
ject,’ says Vivian Moses, in 
charge of the campaign, ‘‘and not 
only have we abundant evidence 
of the gratifying attention which 
managers and their advertising 
staffs have given the subject, but 
further and conclusive proof in 
some quarters from actual cash 
increases at the box office. 


“In order immediately to 
(Continued on Page Five) 
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| HELP!! HELP!! BRAINPOWER WANTED! 


This is the first and last call! ! tat 


EXTRA! 


DRIVE EFFORT|MERCHANTS AID/LAUNCH YOUR 


CAMPAIGN 
AT ONCE 


Your pre-Christmas slump will 
be lessened and your DECEMBER 
if the shopping 
rush is diffused over a long period, 


Buy and Send| 


DRIVE helped 


Your Xmas Gifts 
Before Dec. 15 


IT SPREADS XMAS 


CHEER TO EVERY- 
BODY! 

—Says 
HAROLD LLOYD 
STAR OF 
“WELCOME DANGER” 


instead of in the customary two 
Therefore, why not get the 
mayor or a chamber of commerce 
official to call a meeting of news- 


weeks. 


paper editors, postmaster, 
(Continued on Page Three) 


store 


16 


Valuable Xmas 
Gifts 

are offered for 
these letters by 
the Drive. Com- 
mittee Headed by 
Mr. Chatkin! 
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YOU are requested to ATR MAIL, SPECIAL DELIVERY, TODAY, . a let- 
ter addressed to the undersigned, giving the best ideas you can think of FOR 
THE WHOLE CIRCUIT, for a ticket-selling campaign in December Ue will 
turn in 31 profit days. 

All bookings will be set by November 15, and you will have had previews 
and all accessories. Now what? Tell us quick—so we can tell the other 
1,200 theatres in Publix! We've got to have that letter IMMEDIATELY to 
be effective! Make it short and careful! We want basic ideas that can be 
adorned with all the gags and stunts in the press-agents’ old hokum bucket! 
C’mon, EVERYBODY! lLet’s See Who The Hot Thinkers will be! Thanks 
in advance! Address them to: 

—BENJ. H. SERKOWICH. 
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Following a special meeting of 
Home Office department heads 
with all Division Directors, Mr. 
Katz announced that the way is 
now paved for accomplishment 


é 


amusement industry has never 
before been able to do. 
That accomplishment is the 


taking of a satisfactory profit 
by EVERY Publix theatre, for 


including the two weeks before 
Christmas when the money and 
energy drain on the public cus- 
tomarily offers the theatre its 
worst opposition. _ 

“The kind of product that will 
|| bring patrons to the box office, is 
now available for the entire 
month of December,” said Mr. 
Katz. “This means feature pic- 
tures with star names, star- 
shorts, and sensational novel- 
ties. With this much assured, 
the rest of the problem becomes 
one of comprehensive and ener- 
getic local salesmanship. 

“In this and later issues, 


PUB- 


best selling-plans and ideas avail- 
able from everyone in the organi- 
zation. With these ads, I depend 
entirely upon the resourcefulness 
and energy of the staff of every 
Publix theatre to hold up its part 
of the company burden. 


“Tt won’t be easy, even with 
the attractions we’ll offer and the 
selling help that will be available. 
However, the thing 
possible for Publix. In fact, as 
we study each city, we fail to 
find a single theatre that is un- 


week.”’ 


SUDDUAULAUDDESEAAOUEETRUEEDDD AAEM 


IT’S NEVER BEEN | 
DONE BEFORE!!! 


Determination to regis- 
ter 31-profit days in De- 
cember is a bold and dar- 
ing idea in show business! 
A sensational accomplish- 
ment that ONLY  super- 
showmen could or would 
think of as something to 
achieve! Fven with super- 
attractions! What an un- 
forgettable, epoch-making 
feat! 


WE'RE GOING TO 
DO ITI!!! - 
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by Publix of something that the. 


EVERY week in December— 


LIX OPINION will present the- 


is entirely — 


likely to turn in a profit for each. 


2 ~ PUBLIX OPINION, WEEK OF NOVEMBER 8ru, 1929 


HOT TIPS F OR DECEMBER’S 31. 


In order to start the Great December Profit-Making Days off with a smash, PUBLIX OPINI ON subeiite keeaah the frst enstallmedll 
hot sales tips and exploitation ideas, to be followed by others i in subsequent i issues, Every one of these ideas can be worked! Add to t 


any of your own that will fit your local situation. The main thing is to GET STARTED wae A BANG AT ONCE! 


1. Written and sent by Home Office, the following stories: 
_ (a) Publicity story for trade papers. 
(b) Special story for. press-wires. 
(c) Special story for picture-syndicates. 
(d) Special story for local theatre managers to plant locally 
Local theatre managers to follow it up by new local news- 
slants. 

2. This drive can only succeed if every item of every theatre pro- 
gram is definitely and irrevocably set by November 15. This will 
permit ample time for advance selling via radio, newspaper ads, 
publicity, posters, etc. that will sell SPECIFIC attractions. If this 
is done, you’ve got a drive. If it isn’t, you haven’t. Ride your dis- 
trict Bookers!! Hard! ! ! ; 

3. All previews should be completed by Nov. 15 and all adver- 
tising accessories on hand so at least 2-weeks of advance selling can 
be concentrated on December attractions. Be sure to book advertis- 
able ‘‘shorts’ and features suitable for kids Dec. 14-24. 

4. With newspapers jammed with big mercantile display ads and 
store-window space at high premium because of its value for display 
of Christmas merchandise, 7? UBLIX OPINION’ offers these ae 
hunches to overcome the handicap. 


(a) Excess white-space margins on all as to set them as far 
apart as possible from the competition of the big, black 
mercantile ads that will fill the paper. Can you arrange to 
use more display space than on other months? 


(b) Use your local radio stations to the limit in selling your 
coming shows; radio will be as good as ever, but your news- 
paper efficiency is diminished in December due to ad-compe- 
tition. 


(c) Streets jammed with shopper-traffic make ideal conditions 
for talking-24-sheet trucks peeoe sandwich-men; street 
exploitation. 


This is the season when newspaper editors yearn for human 
interest stories, so ‘‘at the suggestion of the stars” of all 
four of those pictures you’ll play in December, get up a 
“Mayor’s Christmas Party Committee’ composed of represen- 
tatives of each paper, and charity organizations. Each after- 
noon, admit 100 free guests of the ‘‘committee’”’ daily to see 
the show UNTIL Dec. 24. The committee to compel a daily 
picture-story in each newspaper which sells the pictures. 
Be first to: decorate your front with electric lighted X-mas 
tree displays. How about having ‘‘The ‘Mayor’s Committee” 

appoint the official “City Santa Claus’? who appears daily 
on your canopy, tossing gifts? Or have each local store’s 
Santa Claus take turns being it for the publicity his store 
gets? The crowds would be drawn to your theatre because 
you'll glve 25 free tickets daily via each Santa Claus. 

Do you want 38-minute talkie made of a Santa Claus tell- 
ing the audience that a Special First Aid to the Shop Harly 
Movement which spreads Christmas Cheer to Shoppers, and 
Workers alike, Publix Theatres will schedule the four big- 
gest attractions posgible during the four weeks of December. 
“These shows only require 2 hours,’ says Celluloid Santa, 


“but they’re the kind of shows you don’t dare miss—and | 


while you’re in the shopping district you’ll have plenty of 
time to shop leisurely for the first pick of gifts—particularly 
if you attend the morning matinees.’”’ We can get newspaper 


and merchant-ad publicity on this trailer. If you want | 


this trailer wire today to Mr. Botsford. 


The stars of the ten or twelve pictures we’ll be playing, get | 
a telegram today from Publix, requesting them to pose in a|j 
still-photo stunt that promotes the ‘‘shop early’’ idea. These |§ 


stills and mats from them will be readily ‘acceptable 
with theatre-name and playdate and title descriptive lines 
which our managers can fill in and plant locally. 


The stars of those ‘“‘four great December super-specials”’ offer 
a free. pair of tickets to the four shows (enumerate them) 

upon presentation of a written statement to the local post- 
master that all Xmas ‘‘shopping and sending’ is completed. 
The postmaster to award the tickets to the 20 people daily 
who write to him that they’ve already done it and give the 
best reasons why they did. “(This is an okay contest that 
will pass postal requirements.) The postmaster to arrange 
with ALL daily newspapers for publication of names of prize- 
winners, who must be interviewed by the papers in such a 
manner as to plant a sales-thought for each of the four 
attractions,’ 


HERE’S SOME COPY FOR ADS, 
TRAILERS AND POSTERS! 


“PUBLIX PRE-XMAS GIFT TO WORKERS AND 
SHOPPERS” 

We're jenethening the shopping perce tg 4 weeks in- 
stead of 2 weeks! 

This is done by providing four weeks of great shows 
that will compel everyone’s attendance. The two-hour show 
affords everyone the chance to shop leisurely for first-choice 
gifts, and avoid crowds! It’s a great way to relieve the 
strain on shoppers and workers! It spreads Xmas cheer to 
everybody !! 

Publix is launching the biggest attractions it can find, in 
December, as a SPECIAL INDUCEMENT TO SHOP 


early and leisurely! 
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DECEMBER! — Publix’ GREATEST Profit-Month in its GREATEST 
| Profit Year! 


LET’S GET THE THRILL 
OF ACCOMPLISH ING 
SOMETHING 


NEVER BEFORE 
ATTEMPTED 


TA 


Business i is always good from December 1 to 14 
and from December 25 to 31 


— BUT — 


from 
DEC. ‘14 —to—24 


Business has always been 


the worst of every year! 


E’RE GOING TO 
BEAT THAT JINX 
THIS YEAR!! 


We've got the BRAIN POWER! The MANPOWER! The THEATRES! The 
; PICTURES! The STARS! The COURAGE!! | 


| 
| 
| 


We'll beat it for the first time—for all time 


NEw ACCU OS MISS MAC DONALD] CHANGE FEATURE oa 
The Colonial, Idaho Falls and RADIO HOUR STAR’ 4 


the Gem in Rigby, Idaho, have (atte ete ae a) The Publix Capi 

been taken over by Publix Marcus, Jeanette MacDonald, musical New Bedford, Mass., 
Inc. comedy favorite and now a fea- 
EMMITT tured sereen player in Paramount 


CSWEETIB? | [srisi'on the tegular weekly Para: | um 
HELD 


mount-Publix radio hour over the 
network of the Columbia Broad- 
casting System on Saturday night, 
Due to the unusual crowds =:|Nov. 9, at 10 o’clock (Eastern 
which extended in long lines Standard Time). 

every day in front of the Another feature is Jesse Craw- 
New York ‘Paramount, it ford, organist of the Paramount 
was decided to hold over Theatre in New York City, who 
“Sweetie, ‘Paramount's will be heard in a series of organ 
laugh shocker, for another 

week. The opening week 

grossed $82,000 and the EX- 


solos. Crawford shares the spot- 

light with Dave Rubinoff, violinist 
TENDED RUN second week 
will gross $76,000. Maybe 


and orchestra leader. 
you can hold it over,too! 
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A special Thanksgiving 
synchronized short has been 
arranged by the Music De- 
partment, which will just 

the holiday touch 
needed to your program. A 
managers desiring it f 
their theatre are urged 
get in touch with their 
trict booker at once! 
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Stop the waste of repeatable 
tas. Send hea today ro Publix 
nion! 
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| SET BOOKINGS 
FIRST, THEN 
ADVERTISE 


The committee in charge of the 
DECEMBER DRIVE for 381-con- 
tinuous days of profit that will 

|} make December the GREATEST 
| month in Publix GREATEST 
year, is composed of all Home Of- 
_ fice Cabinet Members, with activi- 
‘ ties radiating thru Publix Opinion 
| and each Division Director. 
‘Among the things already agreed 
-} upon in connection with the effort, 
are the following: 

- J. While it is a “Drive” within 
Publix organization, it is not to be 
sold to the public as a “drive” or 
“campaign,” or a “month.” Just 
yell about those four greatest at- 
tractions that you’re got for De- 
cember for your theatre. Tell 
your public it’s ‘‘the Christmas Gift 
| Of Your Theatre—the four big- 
gest attractions Publix could find! 
| You wanted the crowds downtown 
early in the month—to aid shop- 
pers and workers.” 

2. Your bookings MUST be set 
completely, early! Yell for it! 
It’s your first and most important 
} job. Then start advertising. 

3. This issue is full of sale ideas, 
and more are coming. 


PUBLIX.TO JOIN 
“SHOP EARLY” 
CAMPAIGN 


. (Continued De deiin page 1) 
{ holiday season, to spread the 
| shopping rush over four weeks in- 
- gtead of the customary hectic two 
) weeks. Talkies of such compel- 
ling interest will lure the public 
into the shopping districts for two 
hour performances, thus making 
‘it easy, for the shopping to be 
done with more leisure. 
With these’ super-attractions 
_ luring movie fans to the shopping 
district in the various cities and 
towns, and a screen announcement 
at each performance urging early 
Christmas shopping to avoid the 
- last minute rush, it is hoped that 
) the weight of the theatre cam- 
- paign, augmented by the usual 
_ hewspaper drive, will bring about 
a long sought change in condi- 
tions. 
“Shop early and by degrees,”’ 
} will be the sense of the theatre 
screen campaign. ‘‘Don’t postpone 
everything until the last minute 
and make yourself a fatigued and 
worn-out victim of the eleventh 
hour panic. \Do part of your shop- 
ping and mailing now, the re- 
mainder next week and have leis- 
ure time between to enjoy a good 
™ movie.” ~ 
m@ he big feature pictures to be 
) released as part of the “shop 
f early’ campaign include: (Make 
- up your own ee) 


WHY 
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The following will give you an 
idea of the features that will be 
available to Publix Theatres dur- 
ing the December Drive period: 


PARAMOUNT 


GLORIFYING AMERICAN GIRL 
—Mary Eaton, Dan Healy (Re- 
vue: Eddie Cantor, Helen Mor- 
gan, Rudy Vallee). 


THE MIGHTY—George Bancroft, 
Esther Ralston, Raymond Hat- 
ton, Warner Oland, O. P. Heg- 
gie, Morgan Farley, Dorothy 
Revier. 


FOUR FEATHERS—Clive Brook, 
Richard Arlen, Fay Wray, Noah 
Beery, Wm. Powell, Noble John- 
son, George Faweett. 


APPLAUSE—Helen Morgan, 
Joan Peers. 

HALF WAY TO HEAVEN— 
Charles Rogers, Jean Arthur. 
THE MARRIAGE PLAY- 
GROUND Frederic March, 
Mary Brian, Kay Francis, 


Lilyan Tashman, Wm. Austin 
(Adapted from Edith Wharton’s 
novel THE CHILDREN). 


24 SHEETING 
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DECEMBER PROFIT-DRIVE AMMUNITION ! 


Get Your Booker to Set Your Shows at Once! 


POINTED HEELS — Wailliath 
Powell, Helen Kane, Skeets 
Gallagher, Fay Wray. 

MEDALS — Gary Cooper, Beryl 
Mercer. ° 


WARNER 


SHOW OF SHOWS. 

SO LONG LETTY. 

SACRED FLAME. 

GENERAL CRACK. 

FIRST NATIONAL 

PARIS—Irene Bordoni — mostly 
technicolor. 

SALLY—Marilyn Miller—techni- 
color. 

LITTLE JOHNNY JONES—Ed- 
die Buzzell. 


METRO 


DYNAMITE—Conrad Nagel, Kay 
Johnson—Ceceil B. DeMille spe- 
cial. 


THE KISS—Greta Garbo. 
NAVY BLUES — Wm. Haines, 


UNTAMED—Joan Crawford, R. 
Montgomery, E. Torrence, Ed. 
Nugent, Gwen Lee. 

FOX 

HOT FOR PARIS — Victor Mac- 
Laglen. © 

SUNNY SIDE UP—Charles Far- 
rell, Janet Gaynor. 

UNITED ARTISTS 

TAMING. OF THE SHREW — 
Mary Pickford, Douglas Fair- 
banks. 

THE LOCKED DOOR—Rod La- 
Rocque, Barbara Stanwyck, Wil- 
liam Boyd, Betty Bronson, ZaZu 
Pitts, Mack Swain. 

CONDEMNED—Ronald Colman, 
Ann Harding. 

R. K. O. 

RIO RITA—Bebe Daniels. 

JAZZ HEAVEN. 

VAGABOND LOVER. 

| PATHE 

Hes ae COMMAND—William 


A. Page. 


DEVIL MAY CARE—R. Novarro, 
Marion Harris. 


UNIVERSAL 
BROADWAY 
eee OF BROADWAY. 


THE TROLLEY 


A perambulating 24-sheet on “4 Devils” was achieved in Omaha by 
M. L. Elewitz, city manager, by utilizing a street car before and during 
The trolley was routed through down town 
and neighborhood sections, with a bugle horn attracting attention—if 
that were necessary. It looked like this. 


the run at the Paramount. 


LAUNCH YOUR 
CAMPAIGN 
AT ONCE 


(Continued from page 1) 
owners, and chamber of commerce 
officials, to launch a campaign IM- 
MEDIATELY that sells the idea 
in the above ‘box. 

Tell the committee you'll run 
the foregoing. trailer announce- 
ment on your screens every day 
up to December 15, if STARTING 
NOW, the merchants will carry it 
as a counter and window sign and 
in their newspaper ads and direct 
mail. The postmaster will gladly 
banner every mailbox and truck 
with them. Newspapers will carry 
it as a daily front page box if the 
committee so requests. 


Ask your exchange to have their 
studio press agents get out some 
photos, cuts and mats showing the 
stars of the pictures you play in 
December doing a stunt with such 
a sign as an appeal for the “or- 
ganization of the time of the pub- 
lic so that the great pictures in 
December may be viewed by thea- 
tregoers who are not tired out 


‘VAGABOND. KING?’ 
MADE IN FULL 
TECHNICOLOR 


“The Vagabond King,’’ ever pop- 
ular Broadway favorite, is Para- 
mount’s first all-talking picture to 
be made with full technicolor. 


Dennis King, with his compelling © 


personality, golden voice and 
handsome appearance, that made 
him a reigning sensation in his 
many triumphal Ziegfeld oper- 
ettas, will once more portray the 


title part, but this time in a story | 


that has been expanded, in an op- 
eretta that has become more 
inspiring and more glamorous. 
Jeannette MacDonald, who was 
such an overwhelming success in 
“The Love Parade,’ will also lend 


her presence in this picture. Lil- 
lian Roth will also be seen, 
An exploitation angle that 


should prove very advantageous 
is the one provided by an abun- 
dance of glorious songs, composed 
by Rudolph Frim1 in the original 
score, and an additional popular 
song, “If 1 Were King.”’ 


THANKSGIVING WEEK HINTS ! 


These suggestions to boost the box-office receipts during Thanks- 
giving Week are based on the instructions sent out by Miss Madeline 
Woods, Director of Publicity for Publix-Great States Theatres, to all 


theatres in that division. 


1. DECORATION 


a. The entire theatre should 
have a fall festival appear- 
ance, and the interior of the 
theatre as well as the lobby 
should be decorated to cre- 
ate that impression. Autumn 
leaves and corn-stalks may be 
obtained in abundance free 
by sending your ushers into 
the country to gather this 
‘material. Almost anyone can 
cut out,pumpkin heads and 
a number of these could be 
used, illuminated if possible, 
together with the usual can- 
opy cut-outs. See to it that 
your theatre is the brightest 
spot in town on this festival 
occasion. 


b. Florist Tie-ups. This is 
the time to tie-up with your 
local florist for Thanksgiving 
Week Displays. In return for 


from shopping or too tired entirely 
to attend.”’ 

A letter, sent from Hollywood to 
the mayor, from the stars of the} 
four pictures you play in Decem- | 
ber, appealing to him to help 
spread out the Christmas shopping 
from November 15. to December 
15, so that no one will miss the 
great Deecember Fun, will be sure- 
fire newspaper art-news copy. Re-| 
quest Arch Reeves to get that let- 
ter sent! 


HOW TO MAKE DECEMBER 
GREATEST- MONTH!! 


SHOULD YOU SELL “DECEMBER” BIG? 
To Conclude Publix’ Greatest Year With Its Greatest 


Month! ! 


SHOULD CO-OPERATE 
CESS? » 


Merchants—Their Trade Will Increase Tremendously! 
PROCEDURE SHOULD BE TAKEN TO INSURE 


BEST RESULTS? 


Plenty Of Stunts! Tie-ups! Displays! Posters! Trailers! 


SHOULD STEPS BE TAKEN TO PLAN AND CON- 
TACT FOR THIS DRIVE? 


NOW! Go Back To Your Files For Repeatable Stunts! 
, Also Use All The Gags Suggested In This Issue 
Of PUBLIX OPINION! 
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TO MAKE IT A SUC 


WaTata’a"a’a’a’a’a’a’a’a’ara’a’aa’a’a’a’a’ 


a courtesy. trailer on your 
screen, one or more of your 
local florists should be eager 
to put on a chrysanthemum 
show in your lobby and furn- 
ish you with all. autumn 
leaves, corn-stalks, ete.,» for 
display purposes all over the 
theatre. Sell them on the 
idea that you are giving them 
a million dollar back-ground 
(varying with the size of the 
town) for this show. That 
your theatre occupies the key 
location in town and that 
they are assured a ready- 
made and receptive audience 
for their exhibition which 
they would be unable to get 
in any other way. Steam 
them up to the point where 
they’ll want to pay for ads 
in the daily newspaper, ad- 
vertising the event, being 
sure that your program dom- 
inates the ad, that being the 
main drawing point. 


NEWSPAPER ADVERTISING 
a. Something To Be Thank- 
ful For. Thanksgiving Week 
copy should be written 
| around that idea, keeping the 
thought in mind that every- 
one should be thankful for 
talking screen entertainment 
of the calibre your theatre 
presents at popular. prices. 
Stupendous productions, hith- 
erto offered in less spectacu- 
lar form for metropolitan 
audiences only — who paid 
from $3.50 to $10 a seat for 
the privilege of seeing them 
—are now HEARD and 
SEEN at your theatre at pop- 
ular family prices. 
SPECIAL PERFORMANCES 
a. Charity performance. AS 
a good-will holiday measure, 


it might be appropriate at { 
this time to get your house — 
together—operators, ushers, 
cashiers, stage hands (if 
you . have any) and ask if 
they will donate their gery- 
ices for a free morning mat- 
inee on Friday or Saturday 
following Thanksgiving to 
which will be invited all the 
orphan children and other 
youngsters in hospitals and 
institutions in your commu- 
nity. If they agree, tie-up 
with the Rotary, Kiwanis, 
Lions, Business Men’s Club, 
Elks or some other civic or 
fraternal organization for 
donation of cars to bring the 
children to the theatres. This 
should bring in reams of 
newspaper publicity, particu- 
larly if you appoint members 
of these various organiza- 
tions as committees to look 
after the cars. Be sure that 
your regular show is suitable 
for children to. see. If not, 
by tieing in with Paramount, 
you should be able to obtain, 
free of charge, some suit- 


able production for this mat- | 
inee. 


b. Special Children’s Morn- 
ing Performance on Thanks- 
giving Day. (Paid Admis- 
sion) This show, for all chil- 
dren, will not interfere with 
the free matinees for charity 
youngsters on Friday and 
Saturday. Perhaps, by the 
union employees receiving 
extra pay for the children’s 
show on Thursday, they will 
be more agreeable to donate 
their services for the Friday 
show. 


FOOTBALL TIE-UPS 
a. Inasmuch as the Thanks- 
giving week-end is usually 
the period of most of the big 
football games in every com- 
munity, this offers an excell- ~ 
ent opportunity to harness 
the football enthusiasm to 
your shows, as outlined in 
the last issue of PUBLIX 
OPINION. Take newsreel 
shots of your local team in 
training and in action during 
the big games and show them 
at your theatre. If there are 
several colleges or schools in 
your town, stagger these 
showings over several days 
before and after Thanksgiv- 
ing Day, making each night. 
the ‘night’ of a particular 
school, with speeches, class 
singing, etc. The newspapers 
will be sure to play in such 
an event big. 


3 
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STUDENTS LEARN HOW TO RECOGNIZE DEFECTS 


CAUGHT AT THEIR WORK 


Below is seen groups of future managers in the laboratory, study- 
ing the intricacies of theatre projection. In one scene, the members 
of the Theatre Managers’ School, are studying the mechanics of a pro- 
jector, while in the other, they are in the act of examining defective 


LABORATORY WORK HELPS 
IN THIRD WEEK OF COURSE: 
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DEFECTIVE 
SPLICES. 


1. Splice so wide that it 
cannot follow the curve of 


Lectures, laboratory work, and a review, made the third week 


of the manager’s training course a varied one. 
being able to recognize defects was vigorously brought home. 

. A talk on film—its use and maintenance—by Trevor Faulkner 
of the Paramount Film Depot started the week. He discussed 
color photography, stereoscopy, and sound films. He surveyed, 


briefly, the developments in en- 
larged film photography, and de- 
clared that although producers 
are using different sizes of wide 
film in their experimental work 
today, commercial limitations will 
compel them all to conform to 
one size eventually. From the 
manager’s viewpoint, he con- 
sidered projection room mainten- 
ance and the making of proper 
splices. To stress the importance 
of the latter and to make the 
subject clearer, a_ reel showing 
the behavior .of  defectively 
spliced film in the projector was 
flashed on the screen classroom. 

Tuesday was devoted to labora- 
tory work. The men studied the 
projector and lamphouse, and saw 
specimens of badly made splices. 
During the afternoon, they watch- 
ed a screening and reported on 
the projection defects they had 
noticed. 


Power Equipment 

Power and power equipment 
came up for consideration on 
Wednesday. J. D. Benson of the 
Graybar Electric Company lec- 
tured. From an elementary talk 
on the principles of electricity and 
electrical computation, he went on 
to practical applications. 


News-reels, their history, pro- 
duction, and entertainment value 
were covered on Thursday by 
Emanuel Cohen and H. Mac 
Kean, editor and assignment edi- 
tor respectively of the Paramount 
News. 

“If the newsreel is an integral 
part of the program,” Mr. Cohen 
stated in the course of his talk, 
“it should be given publicity and 
advertising space. Mentioning 
specific stories, especially if they 
are scoops, will help sell tickets 
because people are vitally interest- 
ed in the news and personalities 
of the day.”’ 

He also stressed the fact that 
the newsreel should open the 
program. He pointed out that it 


The importance of 
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Do you take advantage of 
important events in your lo- 
cality? 

By applying to the ex- 
change for your district or 
directly to the Paramount 
News office, you can on oc- 
casion secure the services of 
a camera-man who will take 
news-reel shots of these 
events for release at your 
theatre. 


This is too important a 
business building bet to 
- neglect! 


is concerned with the drama of 
reality, that the transition, from 
the audience viewpoint, from the 
world of reality to the world of 
imagination is best accomplished 
through the intermediary action 


of a newsreel. Sandwiched in be- 
tween the wrong kind of products, 
he declared, its full effectiveness 
is lost. 


Medical Welfare 


This discussion was followed 
by a talk given by Doctor Stern, 
the Publix Medical Director. He 
covered the medical and welfare 
aspects of theatre management. 
Above all he stressed not only the 
responsibility of managers to their 
patrons, but also to their em- 
ployees. He cautioned the men to 
be humane at all times, and im- 
pressed them with the fact that 
their behavior toward the boys 
and girls working under them, 
would determine the behavior of 
these employees toward Publix. 

The end of the week was de- 
voted to a review of the material 
that had been covered up to this 
point, notably projection and to an 
examination covering the work of 
the past three weeks. 


oe 

Does a copy of Harry Rubin’s 
“Sound Tips’ go to your projec- 
tion room every week? 


Projection Room 
Maintenance 


CARDINAL FACTS TO REMEMBER. 


Absolutely no smoking must be permitted in the booth. 
Have wax ready for use on film whenever lubricant is necessary. 
No visitors should be permitted in the projection room. 
If there are glass portholes in front of the booth, they should 
be made of French plateglass and should at all times, be kept 


spotlessly clean. 
drops with fusible safety link. 


All portholes should be equipped with fire 


Definite cleaning arrangements should be made and enforced. 
There should be a receptacle for film scraps partly filled with 
water to minimize the fire hazard. 

There should be separate receptacles for oil rags, waste paper, 


new carbons, and carbon stubs. 


* 


There should be a periodic inspection of the projection room. 
Fire precautions should be exercised at all times. 
Pail of water and pail of sand must be on the wall ready for 


instantaneous service. 


Pyrene extinguishers should be handy to each projector. 
Fire drops and shutters should be closed every night and tested 


periodically. 


Film when not in use should be kept in metal containers with 
air holes to prevent the accumulation of explosive gases. 
In ease of fire in the magazine use the pyrene extinguisher. 


Water and sand will only smother the flame temporarily. 


The 


21% gal. Hydrochloric and Carbonate of Soda acid extinguisher 
present in many booths will put out a fire but will damage the 
projector, emit poisonous gases, 
of electric wires. 


and interfere with the efficiency 


film. 
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CLEANING 
FILM 


$ 
t 
: 
: 
: Oil and spots on film can 
4 be removed by cleaning with 
} carbona. Moisten a _ cloth 
: with the carbona, and pull 
the film through the cloth. 
; This will remove the spots 
s on short strips of film. 
¢ Streaks will result if the 
; strip of film is too long. If 
s too much carbona is used, the 
¢ image on the film will be 
; weakened. In cases where a 
* good deal of film has been 
i" soiled, either the damaged 
} strip should be replaced or 
j the reel sent to the exchange 
t for cleaning. 
} A film will not become 
} soiled unless there is suffi- 
; cient oil on it to collect dust 
2 and dirt. A projectionist will 
} occasionally squirt oil onto 
* film if wax is not handy. A 
: loose intermittent bearing 
? will squirt oil against the 
; film, or, when the projector 
@ is tilted, oil will collect at 
$ the lower loop and get on 
; the film from there. Keep 
i oil off your films and you 
3 will not have dirty films. 
t 
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Novel Cut-Outs Aid 


New Swanson Picture 


A cut-out head of Gloria Swan- 
son, about six inches high and 
bearing copy about the Publix- 
Alabama Theatre, the date and 
“The Trespasser,’’ proved an effec- 
tive aid in selling the picture. Be- 
cause of the flaps in the back of 
the cut-out, Manager Robert C. 
Frost was able to get them in 
stores and counters where or- 
dinary window cards are absolute- 
ly prohibited. 
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the rollers. t 
Splice will be carried ¢ 
through the top rollers, and j{ 
through the intermittent, { 
but will run off the bottom { 
roller leading to the maga- t 
zine. Several frames will H 
be damaged before the idler { 
will set the film back on the 
sprockets. On the screen, 
defect will result in a bad 
jump. ; 
2. Splice buckles because 3 
of too much scraping, too 
much cement, or both. 
| 
H 
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; Result will be same as de- 
: scribed above. 

; 3. Splice mismated so 
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that sprocket holes do not 
register. 


As sprocket. passes over 
the top roller, the teeth will 
enlarge the sprocket holes. 
The film will remain on the 
teeth as it passes over the 
intermittent roller but there 
will be a slight displacement 
resulting in a jump on the 
screen. At the take-up it 
will run off the roller caus- 
ing damage _ to several 
frames. 

A. defective splice will 
break occasionally at the 
intermittent, interrupting the 
run of the reel, and showing 
on the screen a flash of 
burning film. 
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ASSIGNMENTS | 

H. T. McGuigan, formerly mat- 
ager of the Lyric, Dover, N. H,, 
has replaced J. P. Hassett, as 
manager of the Temple, Houlton, 
Me. Hassett was assigned to 
manage the Opera House, Bath, 
Me., relieving E;, L. Perry who 
resigned. | 
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Types of Film Damage 


I. SPROCKET DAMAGE. 


Torn sprocket holes, strained corners, holes caused by film, 
jumping off peaks and riding over top of sprocket teeth. 


Causes 
1. Improper adjustment of tension shoes. 
2. Poorly made splices. 
3. Damaged film reels. 
4, Badly notched sprocket holes. 
5. Use of old and brittle film. 
6. Overspeeding—new prints are most liable to be af- 
fected. 
7. Projector parts. badly worn. 
8. Defective mechanism of prejéctor. 
9. Improper lubrication and worn or undercut sprocket 
teeth. 
10. Dirt on intermittent sprocket, causing the film in ex- 
treme cases to ride on teeth. 


“Note! Worn intermittent sprocket teeth may make the 
picture unsteady and injure the edge of the perforations. Too 
much tension causes unnecessary wear on the intermittent 
sprocket teeth and sprocket holes and will cause serious dam- 2 
age to the film. 

i. SCRATCHES. 
Causes 
1. Deposits of dirt, oil and grit on the upper and lower 
magazine valves. 
29. Bmulsion deposits on the aperture plates. 
3. Reels which are damaged—bent, wobbly, 
serrated edges. 
Emulsion deposits should be removed with soft metal pre- 
ferably copper coin. A screw-driver edge will nick the metal 
of the machine and cause much more damage. 


Ill. MUTILATION OF END OF FILM FOR SIGNAL PUR- 

POSES. 
Causes 

Punching holes in film, scratching it, marking it up 
with adhesive plaster or attaching tin foil to establish 
an electric contact. 
There is only one correct way to prepare for a 
change-over. Use a cue sheet based on the action in 
the film or change over on a title. 


IV. FIRE DAMAGE TO FILM. 


or have 
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MERCHANTS. AID 
BLUE MONDAY 
BUSINESS 


(Continued from page 1) 


further the anti-slump movement, 
some of the various suggestions 
contained in the more than two- 
hundred letters received have been 
analyzed. 


Merchants Lend Aid 


“By far the most outstanding 
suggestion from all parts of the 
country is of the beneficial re- 
sults obtained through tie-ups 
with local merchants for coopera- 
tion in Monday sales at the stores 
and Monday attendance at the 
theatre. Perhaps 85 per cent of 
all letters received spoke of the 
benefits from such merchandising 
tie-ups when properly arranged. 


“With the one common end of 
attracting to the theatres, es- 
pecially to Monday matinee per- 
formances, shoppers who may be 
drawn to the stores because of 
advertised Monday sales—numer- 
ous avenues of attack are out- 
lined. Some of these are much 
better than others. 


“All cooperative tie-ups with 
merchants for increased Monday 
business in the theatre should 
seek to effect announcements of 
the arrangement through the store 
advertising without cost to the 
theatre. 


Mutual Benefits 


“Announcements from _ the 
screen in the theatre greatly com- 
pensate the store for this free 
mention in its newspaper display. 
All such tie-ups should seek to 
benefit the merchant through giv- 
ing an added inducement by the 
theatre to shoppers to come down- 


_ town and attend sales on Mon- 
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day—and should seek to draw as 
large a percentage of such shop- 
pers as possible to the theatre in 
a form of matinee or early evé- 
ning patrons. 


“Common to nearly all these 
schemes is the extension of morn- 
ing matinee prices to late in the 
afternoon for the benefit of such 
shoppers; in such case some iden- 
tifying coupon, herald, sales-check 
or other device is necessary for 
presentation at the theatre. 


“Tn those instances where thea- 
tres have added attractions or 
special Monday programs, an- 
nouncement to this effect should 
be through the stores advertising, 
as well~as through the theatre 
sereen, with cooperative arange- 
ment outlined. 


Successful Plan 


“One of the best of these ar- 
rangements has been successfully 
used by Manager J. J. Dempsey of 

the Strand Theatre, Dorchester, 
Mass., among others, with great 
success. The stores with which 
tie-up was effected gave to each 
purchaser up to a certain hour on 
Monday (or all day Monday if pre- 
ferred) a handbill or herald con- 
taining a number. Naturally 
these numbers were progressive 
so that no two heralds had the 
same number; among them were 
lucky numbers entitling the holder 
to free admission (or to two free 
admissions). These lucky numbers 
were posted in the lobby of the 
theatre and it was found that 
shoppers eagerly hurried to the 
theatre at the end of their shop- 
ping iv order to see if the number 
held was a lucky one or not. Man- 
ager Dempsey found that a great 
proportion of the shoppers who 
came to the theatre bought seats 
at the box office. 


Another Variation 


“A yariation found highly suc- 
cessful by Manager Geo. S. Baker 
of the Newman Theatre, Kansas 
City, was tie-up with forty drug 
stores in which they distributed, 
in a house-to-house campaign, 
50,000 heralds differently num- 
bered and containing advertising 
both of the drug stores and the 
‘theatre. Two hundred of these 
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eralds contained lucky numbers 
; evidenced by posting in the 
}eatre lobby. This worked out 
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A PUBLIX‘REMINDER’ CALENDAR 


How’d you like to have a 1930 “‘Reminder’’ Calendar that 
forecasts 30-days in advance, the seasonal, holiday, routine 
and other events which might ordinarily slip one’s mind until 


that fatal last moment? 


For a long time, Your Editor. has been compiling the 


needed material, ideas, etc. 
Two things are needed: 


(1) An expression from you, advising whether such a 
thing is worth the effort and expense. 


(2) A carefully compiled list of things you think should 

be on the calendar. 

The calendar is planned as a one-sheet size wall calendar. 

It will have a color scheme designed for instant eye-trapping 
on the part of any item that is close to its ‘‘due date.” 


To get this to you will make Your Editor work like a 
galley-slave, and the company will have to spend a lot of 


money to print it. 


This is the FIRST and LAST notice you'll 


have of the request to voice your opinion—and take part in 


making up that calendar. 


Address your reply TODAY to PUBLIX OPINION (Calen- 


dar-division ) 
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ROLL, LLOYD, 
~ ROLL! 


Rolling up a record gross 
which almost topped the 
high-water mark of the thea- 
tre for the first two weeks 
of any picture, Harold Liloyd 
in “Welcome Danger’ is still 
piling them into the Publix- 
Rivoli Theatre, Amplifiers, 
transmitting the sound of 
laughter from within, the 
theatre to the sidewalk, are 
daily startling pedestrians 
into believing that a riot is 
in progress! 
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well for the Newman Theatre; 
here too it was noticed that a 
large number of those who came 
to compare numbers stayed to buy 
tickets. 


‘Another variation of this 
scheme as successfully used by 
Manager J. C. King of the Para- 


mount Theatre, Marion,* Ind. is 
one in -which instead of lucky 
numbers, coupons for free ad- 


mission are issued in each depart- 
ment of a store to the first ten 
purchasers of goods in that de- 
partment, ete. In cases of small 
towns or where tie-ups are made 
with stores not having depart- 
ments, a number of different types 
of shops could be linked up in 
such a tie-up, such as dairy, 
butcher, stationer, haberdasher. 


Bargain Coupons 

““A simpler form of store ‘tie- 
up commonly used is one in which 
the store issues a coupon or ticket 
to all purchasers, admitting 
bearer to the theatre up to such 
hour (or all day and evening. if 
desired) at the morning matinee 
prices. 


“It is obvious that any number 
of similar schemes attractively 
varying in their details can be ar- 
ranged —— and according to the 
testimony of many letters have 
been of real assistance in build- 
ing attendance at theatres on Mon- 
days. These tie-ups can be ex- 
tended, over a number of succes- 
sive Mondays by a little ingenuity 
and by good salesmanship in ap- 
proaching the merchants of your 
city. 

“The wise manager will show 
that there are certain evils to be 
avoided in such tie-ups. He will 
not lend his theatre to any scheme 
which might have an unhealthy 
reaction; to anything which will 
cheapen it or tend to destroy good 
will; to anything which smacks of 
favoritism or partisanship; es- 
pecially he will not build up a 
temporary business at the expense 
of permanent patronage. 


About Cut Prices 


“In this connection, the poorest 
of all tie-ups are those in which 
two-for-one devices, cut prices, 
discounts and similar schemes are 
employed. Such an arrangement 
is the one in which a coupon or 
other franchise is distributed by 
the stores entitling the bearer to 
a discount or cut-price admission 
to the theatre. As has often been 
said. in the columns of PUBLIX 
OPINION and reiterated through 
all channels of communication, 
cut prices tend to cheapen your 
theatre and to create a feeling of 


dissatisfaction in the patrons by 
being confronted with the neces- 


sity of paying full prices the next 
time. 


“Another form of tie-up with 
stores for Monday business deals 
with the extension to the em- 
ployees of the stores themselves 
—and in the larger cities these 
employees total a very large num- 
ber—of special inducements to 
attend matinee or evening per- 
formances at the theatre on Mon- 
day. 

Employees Attend 


‘In some instances stores have 
been persuaded to excuse a cer- 
tain percentage of their employees 
at certain hours, in order to per- 
mit them to attend matinee per- 
formances; in some _ instances 
matinee prices have been extended 
to store employees for evening at- 
tendance; in some cases no other 
inducement has been held out by 
the theatre than the promotion of 
a mass attendance of store em- 
ployees on Monday evening and 
the incorporation of some recogni- 
tion. of this attendance in the pro- 
gram, etc. 


“There are so many variations 
of tie-ups with merchants appli- 
cable to the upbuilding of Monday 
business that it is impossible to 
discuss them all at this time. The 
best of the schemes used, as noted 
in the letters directed to Mr. Katz, 
will be presented in the columns 
of PUBLIX OPINION from time 
to time. To the wise showman, a 
tip is sufficient—and when it is 
stated that as much as 85 per cent 
of our managers have found one 
or another sort of tie-ups with 
merchants beneficial in building 
up Monday business, it is certain 
that the keen Publix manager will 
not overlook: this particular rem- 
edy for that sick Monday box of- 
fice about which Mr. Katz is so 
concerned.”’ 


STAGE-TALK ON “DISRAELI” 
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SWANSON FILM 
ROCKS B’WAY 


Police reserves, mounted 
and on foot, had all they 
could do holding back the 
crowds that milled about the 
Rialto Theatre at the open- 
ing of Gloria Swanson in her 
first all talking picture, ‘The 
Trespasser.”’ Miss Swanson 
was there in person as well 
as a brilliant assembly of so- 
cial, political, and artistic 
luminaries. The sensational 
opening and the consistent 
record - breaking business 
during the week, bore elo- 
quent testimony to the in- 
creasing popularity of the 
star as well as the splendid 
criticisms and word of mouth 
advertising the picture re- 
ceived. 
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McWILLIAMS GETS 
“SWEETIE” ‘TIE-UP 


Another successful tie-up ob- 
tained by Harry K. McWilliams, 
Publicity Director, helped swell 
receipts at the Publix Paramount, 
Toledo, Ohio, for ‘‘Sweetie.”’ - The 
expense was borne by the mer- 
chant. 


MeWilliams arranged with the 
local candy manufacturer, to 
‘make up’ hundreds of sample 
sweet cream caramels, to be dis- 
tributed to the patrons of the 
Paramount, one week in advance 
of the playdate. Copy concerning 
the theatre, attraction, and play- 
date was on one side of the pack- 
age, while the other side sold spe- 


a 


cial ‘‘Sweetie’’ chocolates at the 
confectioners. 
Spier & Coslow Bought 


By Famous Music Corp. 


Paramount’s subsidiary music 
company, Famous Music Corp., 
has purchased all of the Spier & 
Coslow Music Publishing Com- 
pany. Both of these organiza- 
tions will concentrate on songs in 
Paramount pictures and it is sug- 
gested by Home Office executives, 
that all due co-operation be given 
to representatives of these two 
companies, in the matter of tie- 
ups, plugs, ete. 


‘SOLD IT BIG IN BOSTON 


Since a great huniber of Publix 
theatres will show ‘‘Disraeli,”’ 
General Director of Theatre Man- 
agement David J. Chatkin: calls 
attention to the successful expe- 
rience encountered at the Boston 
Publix Metropolitan Theatre last 
week, where the _ attraction 
brought extraordinary business. 


“This picture requires special 
sales treatment,’’ Mr. Chatkin ad- 
vises. 

His 
dorses 


idea en- 
that of 


Read the Division Director 
“Speech” J. J. Fitzgibbons, 
at bottom of} Who says: 
this column ‘We have 


made at never had a pic-. 
every per- ture in Boston 
formance that received so 


‘in advance 


much applause 
of ‘‘Disraeli’’ 


at its conclusion. 
There is tremen- 
SN OWS ADprecia- 
tion of Arliss’ marvelous per- 
formance. 

“It is necessary for those re- 
sponsible for the exploitation, to 
be sold on Arliss and his per- 
formance. As a stage-show ‘‘Dis- - 
raeli’”” was a disappointment, but 
in the picture, advantage was 
taken of every opportunity to en- 
hance the story and Arliss’ 
artistry, which is so great that 
Arliss is forgotten in the great- 
ness of the character he portrays. 
There is just enough romance to 
appeal to the younger element, 
and a love story that appeals to © 
the older folks. It is not a flapper 
or sheik’s attraction. 


“I do not think any trailer 
can adequately sell this pic- 
ture,” continues Mr. Fitzgib- 
bons, ‘‘for the reason that so 
many fine trailers have been 
made on poor attractions that 
the public discounts much of 
what is said on the screen. 

“Therefore, a young man in 
evening dress appeared on the 
stage and talked about the pic- 
ture. (A copy of his speech is 
given below.) 

“In the large ‘Met,’ we had to 
use the public address system 
with the speaker talking from the 
microphone on the stage, in view 
of the audience, behind a scrim. 

“IT would also caution against 
bad reaction in screening-rooms,”’ 
concludes Mr. Fitzgibbons, ‘‘this | 
is no picture for the press to pre- 
view. They’ll like it if they see 
it with an audience.”’ : 


SUNDA 


E 


WANTED — SIG - CUT IDEAS! 


With the ever-increasing number of theatres whose names have 
been changed to “PARAMOUNT,” the problem presents itself of se- 
lecting a uniform signature-cut which will be sufficiently different than 
the regular script associated with Paramount pictures, so that the name 
of the theatre will dominate the ad and not be confused with the 


picture. 


Here are a few samples. 


it TO-DAY! 


‘What is your suggestion? 
theatre artist to design rough sketches according to your ideas on the 
subject and send them to A. M. Botsford at the Home Office. A stand- 
ard sig-cut will be selected from all roughs submitted and the more 
that are sent in, the better the selection.” So ialk to your artist about 


Get your 


‘Speech’ On : 
DISRAELI 


INU TT 


The management asks your in- 
dulgence for a moment to an- 
nounce the New England premiere 
of the latest triumph of the 
speaking screen coming to this 
theatre next Thursday, October 
24th. George Arliss, one of the 
greatest living exponents of dra- 
matic art, will be brought to our 
screen in ‘his favorite role: 
‘*Disraeli’’— 


It may be interesting to note 
that ‘‘Disraeli’’ is now acclaimed 


INIA 


atl 


4 


Sen nn is 


1on Broadway, by press and public 


alike, as the leading talking pro- 
duction to be seen and heard since 
this form of entertainment was ~ 
inaugurated over a year ago. 


New York audiences are paying 
$2.00 per seat for this exception- 
ally entertaining picture; it will 
come to you at our regular prices, 
together with our usual big 
stage ‘program. Joan Bennett, 
daughter of Richard Bennett, is 
east along with a distinguished 
ist of stage and screen stars. You 
may be assured that the presen- 
tation of George Arliss in ‘‘Dis- 
raeli” at this theatre, starting 
next Thursday, October 24th, will 
be an event of great importance 
and a delightful experience that 
will linger in your memory for 
years to come. 

- [ thank you. 
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‘luck to get married at all. 


the world’s 


_ bitzing. 


6 


KIBITZING HITS 
WOMEN MOST, 
SAYS EXPERT 


Women suffer more than men 
at the hands of kibitzers, accord- 
ing to Harry Green, who, as the 
kibitzer in ‘‘The Kibitzer,’’ Para- 


mount’s all-talking comedy, soon’ 


to be shown at the...... theatre, 
has made a 
A Fi deep study of 
Here’s a PIP] the art of kibit- 
of a story for| ging from all 
you to plant} angles. 
in your local “But of all 
the kibitzers, 


ies ial el who disturb 


the peace of 
womanhood, probably the worst is 
the husband who advises his wife 
to learn to bake pies like his 
mother used to make,’ Green de- 
clares. 


“All through her life, woman 
faces the taunts of kibitzers, the 
number of which appears to in- 
crease with her age. The first 
one to cross her path is the ‘big 
brother,’ who proves to be most 
generous with free advice. Next, 
as she grows up, her father as- 
sumes the role of kibitzer, dwel- 
ling on the length of her skirts 
and the selection of the ‘boy 
friend.’ 


“The ‘boy friend’ himself, in 
turn, proves capable of a little 
kibitzing of his own by telling her 
what is wrong with her automo- 
bile driving. On top of all the 
kibitizing to which women fall 
heir, they can’t seem to resist 
kibitzing each other. 


“Byery girl gets flooded with 
beauty advice. This is one of the 
most common forms of kibitzing. 
Some tell her to diet and grow 
thinner, while others urge her to 
take on a few pounds. The daily 
dozen are ardently recommended 
by many of the volunteer advice 
dispensers; others warn her 
against becoming ‘muscular.’ 


“When she becomes engaged 
and sets her wedding date for a 
Tuesday, some well-meaning ki- 
bitzer is certain to discover that 
it is unlucky to get married on 
Tuesday. If the wedding day is 
Wednesday another will remem- 
ber that people married on Wed- 
nesday are due to be unhappy. 
The same thing goes for Sunday, 
Monday, Thursday, Friday and 
Saturday, until the poor girl is 
convinced that it must be bad 
She is 
certain .to find some kibitzer who 
will really agree with her on that. 


“After she is married, she real- 
ly learns what kibitzing is, for 
most accomplished 
kibitzer is the husband. Her chil- 
dren, in time, kibitz her about be- 


ing old-fashioned, and if she lives 


long enough to be a grandmother, 
she is scheduled to even more ki- 


“The only way that a woman 
can get an even break is to kibitz 
on her own account. From being 
kibitzed so much herself, a wom- 
an usually can, with practice, ac- 
quire quite a professional kibit- 
zing touch.’’ 


PUBLIX OPINION, WEEK OF NOVEMBER 8ru, 1929 


MEET THE BOYS! 


To promote acquaintance, respect and mutual understanding of the splendid individuals who comprise 
Publix, these one-minute biographies are offered. They're not printed as vanity ticklers for the showmen 
here portrayed. We want the photo and biography of everyone in Publix. 


HERBERT CHATKIN 


Herbert Chatkin, recently ap- 
pointed manager of the newly 
constructed 
Param ount 
i hes aston fe, 
Springfield, 
Mass. is a 
highly effi- 
cient and 
able master 
of de luxe 
and straight 
picture stage- 
eraft. 
Chatkin, a 
graduate of 
the Theatre 
Manager’s 
SHC TOO ah} 
speaks both 
German and 
Spanish flu- 
ently. 1 ea len Ha] 
first business 
experience 
was gained 
in the _ ad- 
ministra- 
tive depart- 
ment Of. 3a 

middle west railroad. 

When Chatkin graduated from 
the Managers’ School, he was as- 
signed to the Capitol, Des Moines, 
Ia., as assistant manager. His 
theoretical knowledge together 
with his practical experience 
soon got him his first manager- 

ship at the Broadway, Council 

Bluffs, Ia. He fulfilled his 
duties of manager in so capable 
a manner that he was soon 
promoted to the Piccadilly, 
Rochester, N. Y., from which 
theatre, he was transferred to 
his present assignment. 


Herbert Chatkin 


SAM F. HAMMOND 


Sam F. Hammond, manager of 
the Alhambra, 


Charlotte, N. C. 
has always 
been assigned 
to theatres in 
the Carolinas. 


His first 
assign ment 
was in Col- 
umbia, S. C., 
as manager 
of the Im- 
perial. He 
was then 
transferred 
to Greenville, 


Ss. C., to the 

Egyptian, as 

manager and 

then to the 

Ideal in Col- 
Ss. F. Hammond umbia. 


Tears Quickly Dried 


JOSEPH DONDIS 


Joseph Dondis, a Russian im- 
migrant, who arrived in America 
in 1891 has 
hurdled many 
obstacles, in 
order to hoid 
the many im- 
portant posi- 
tions he now 
Wpossessed. 

Dion Gis ).458 
fH manager of 
the Strand 
Theatre in 
Rockland, Me. 
and is presi- 
dent of the 
Di. o-n das 
Amusement 
Co., who own 
property. 
of the Strand. 
He is also 
sjthe Vice- 
president of 
the Rockland 
Art US Ser a= 
ment Co. 

Joseph ' Dondis oe Paap sin 
ton to make his livelihood after 
working for his relatives, while 
going to school. He interested 
himself in odd jobs,-about the 
different hotels until 1904 when 
he came to Rockland, Me. to 
peddle stationery. Later he 
opened a_ stationery store for 
himself. He remained in this 
business for six years. From 
this business, he entered the 
wholesale bottling works, then 
the fish business and novelty 
selling. With money garnered 
by his varied enterprises, Don- 
dis purchased the plot where the 
present Strand is now located. 
He built and operated the thea- 
tre until April, 1928 when Publix 
bought the theatre and retained 
him as manager. 


ROBERT D. HINCHMAN 


Robert D. Hinchman, a World 
War veteran and accomplished 
projectionist, 
entered the 
services of 
the Publix 
Blank Thea- 
tres on Sep- 
tember 25, 
1928, as man- 
ager of the 
Spencer The- 
atre, Rock 
Island, alah 
His next as- 
4) signment was 
his present 
one at Mo- 
line, Ill, as 
manager of 
the Le Claire 
Theatre. 

Previous to 
Hinchman"s 
entrance into 
Publix, he 
was employ- 
ed in several 
indepen- 

dently owned 
in Illinois in various 


R. D. Hinchman 


theatres 
positions. 


OUTDOOR SHORTS 


By Local Merchant) FOR PARAMOUNT 


A local merchant furnished 
“Kleenex Kerchiefs’’ to the pa- 
trons of the Publix Majestic, Abi-, 
lene, Texas, when ‘‘The Cocoa- 
nuts’’ played there, “‘to wipe away 
their tears of laughter.’’ The 
handkerchiefs were placed in en- 
velops containing copy about the 
picture, theatre and playdate, and 


a credit line to the merchant who 


with Clara Bow in “Dangerous Curves. 
ment that the attraction boosts sireet car travel. 

A tie-up of this sort can be put over for almost any picture. Every street car carried two banners, one on 
each side. These had a head of Clara Bow and an ad for the picture. 


also paid for the printing. 


Robert C. Bruce, pioneer pro- 
ducer of scenic pictures and out- 
door story films, is making a 
unique series of Outdoor Talking 
Pictures for Paramount, making 
his headquarters at Metropolitan 
Sound Studios in Hollywood and 
taking his pictures in scenic loca- 
tions throughout the West with 
Metropolitan’s portable Western 
Electric sound recording equip- 
ment. 


EXPLOITATION FOR “DANGEROUS CURVES” 


L. C. Worley, Manager for Publix Great States at Kankakee, had all the street cars in town bannered 
” He paid for the banners but got the street cars free, on the agree- 


ithe New York Rialto, as assis- 


ROBERT WEITMAN 


Robert Weitman, managing di- 


rector of the Brooklyn Para- 
mount, is a 
_ graduate of 
the famous 
Cornell Uni- 
versity Medi- 
cal College. 
His scholas- 
tic and ath- 
letic capabil- 
ities were of 
the highest 
type. Weit- 
man majored 
in the gen- 
eral. sciences, 
prior to his 
admission in 
the medical 
college. He 
is a member 
of divers 
honorary psy- 
chology so- 
i cieties. The 
baseball and 
football fields 
of Cornell 
Robert. Weitman often re- 


echoed the cheers of “Weitman.” 


Weitman is a graduate of the 
third class of the Managers’ 
School. His first assignment fol- 
lowing his graduation was at 


tant manager. His initiative 
and ingenuity soon brought him 
the managership of that theatre, 
from where he was promoted to 
his present position. 


JAMES P. KINCADE 


James P. Kincade, present 


manager of the North Shore, 
Gloucester, 
Mass., began 
his theatrical 
career in 1909 
as doorman 
hoff the Olym- 
33 pia, Goluces- 


time to 
43 safeguarding 
4}0f Gloucester 


later he re- 
signed to 
manage the 


his 
employers, 
Lr Out and 
Horstman 


James P. Kineade ©COnSoOlidated 
ace © with Nathan 


Gordon and incorporated the 
Olympia Theatres, Ine, they 
closed the Olympia and assigned 
Kincade to the North Shore, his 
present post. 


Bruce, whose new films combine 
beautiful natural scenery with 
singing and dialogue one-reel 
story novelties, is making each 
picture entirely outdoors, filling a 
definite demand for pictures of 
this type for the short subject end 
of theatre programs and offering 
considerable variety in talking pic- 
tures in contrast to the bulk of 
stage acts which have been pre- 
sented to date. 


regarding the bound copy of 


orders, etc. 


to make up. 


hae 


= 


INSPECTION OF 
SOUND HORNS 
DAILY URGED 


How often do you inspect the 
sound-horns in your theatre? The 
suggestion that they be inspected 
once every day, is offered, with 
good supporting reason. 


Clyde Winans, 33-year old City 
Manager for Peoria, Ill., is one 
of the most effective showmen in 
Publix, due to his 15-years of 
diversified experience in show 
usiness. Therefore, when he tells © 
Your Editor a ‘“‘sound”’ tip, it is” 
passed on with fullest endorse 
ment. Mr. Winans significantly © 
suggests that managers frequent-— 
ly take down their sound “‘horns,” | 
and “‘‘empty’’ them. After which, © 
they should be replaced, and 
tested again to see that they are 
properly ‘‘flared’’ or pointed di- 
rectionally. An odd experience he ~ 
had recently. provided the reason, © 
and also caused him to direct his ~ 
theatre managers to make the ~ 
daily inspection personally. 


“We had been complaining | 
about our sound, in one theatre, © 
and three or four inspections and — 
surveys made by experts failed to — 
give us relief. We continued to” 
complain so persistently that we 
were a circuit nuisance. Finally 
we took the horns down ourselves ~ 
and looked into them. Two had 
wads of excelsior stuffed into the © 
necks, and two were pointed in 7 
useless directions. Apparently © 
the excelsior had been accidental- 
ly overlooked in factory inspec- | 
tion, and the other two horns” 


| 


were accidentally pointed wrong © 


1 


after having once been set up cor- | 


rectly. 


“In another theatre, we found 
that rats had made a nest in the 
horns. 
found a dead sparrow, and an 
inch of dust and soot in each 
horn.”’ 


Mr. Winans does not mean to 
infer that vandalism is the cause 
of poor sound. In fact he denies 
that such could be the case. He 


In another theatre, we 


. 
XK 


j 
4 


: 


‘| placed a most unusual and strik- 


says the possibility of accident is — 
so large that nothing except daily — 
inspection will suffice to guarantee 
perfect sound-reproduction. 
“Nothing less comprehensive © 
and suspicious than an aviator’s . 
check-system will suffice,” he saya. | 


STRIKING EFFECT 
IN UNIQUE LOBBY 


W. E. Spragg, manager of the 
Publix Stadium, Woonsocket, R. L, j 


ing display in his lobby to attraet 
attention to ‘“‘The Greene Murder 
Case.”’ 


An enlarged photograph of the © 
Greene mansion, with colored rib — 
bons leading from the various © 
rooms of the house, telling of the © 
important bearing each had upon — 
the construction of the story, were 
prominently displayed for the 
benefit of the prospective patrons, 


OPINION that a number of managers have not been con- 
tent with merely sending in their order for it. 
in a number of instances, included personal checks, money 


We DON’T WANT YOUR MONEY! All WE want 
from YOU is an indication whether such a bound volume 
would or would not be valuable to you, and whether it 
would be worth four dollars to your theatre. 

Hundreds of these letters have already come in and the 
comments which have accompanied the orders have left us 
humbly and deeply grateful. If you have not as yet ordered 
your volume and you want one, write for it at once so thai 
we might have an approximate idea of just how many books 


sal TTA 


SUI ; 


WE DON’T WANT 
YOUR MONEY! 


So enthusiastic has been the response to the questionaire 


all back issues of PUBLIX 
They have, 


HUES USAR SU 


aS ~ - -— 


| 
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' Want Ad Wins 


Front Page 
Space 


A want ad placed in the St. 
Louis Globe-Democrat by George 
Henger of the Publix-Skouras 
Publicity Department, solociting 
the services of a man to imper- 
sonate. Sherlock Holmes, proved 
so successful that the promotion 
manager of the newspaper com- 
posed the following one column 
box and placed. it on the first 


page: 


Hounds | 
will flee 


in terror 
Thugs will quail, 
dips will duck, and 


the criminal element 
generally will seek 
cover. : 

For a.few days, at 
least, sinners will, keep 
their distance. 

And only the care- 
ful readers of The 
Globe-Democrat will 
know the reason. 

S55 ah Oc example: 
Those who saw yester- 
day’s plea for a mid- 
dle-aged man to fill an 
important job.... (It 
will be his duty to im- 
personate Sherlock 
Holmes. ) 

To locate such a 
gentleman, the em- 
ployer chose, of 
course, the greatest 
little detective of them 
all—a Globe-Democrat 
Want Ad. 


TIE-UPS SOLD BY 
TWO MANAGERS 


M. A. Baker, manager of the 
Publix Colfax, South Bend, Ind. 
and Milton Nicol, manager of the 
Publix Strand, Waterloo, Ia., both 
procured splendid tie-ups with lo- 
eal merchants in exploiting “‘Two 
Black Crows.”’ 

The leading drug and depart- 
ment stores in these towns, were 
sold the idea of advertising ‘Black 
Crow’ sundaes, ice cream sand- 
wiches and the like. Tie-ups with 
the music stores were also ef- 
fected. 


SOUTH BEND RADIO SHOW 


‘The theatre gave a screen trailer for three days, small daily mention 
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Four ads in each of two dailies, similar to the one below, with two 
publicity stories daily, of which specimens are inset, were among 
benefits received by the Publix Colfax Theatre in South Bend, Indiana, 
through a tie-up with the Kennedy Radio company. In addition, the 
theatre got banners on fifteen trucks, 15,000 handbills distributed, 260 
one sheets sniped, 2,500 tags on parked cars, 300 window cards, retail 
store window displays and one hour broadcast from the local station. 


in ads, permission to erect sign on marquee and space in the lobby 
for radio set display. 


12:30 to I p. m. 


For KENNEDY'S Specrat 
Moran and Mack Program 


aN 


Tune In 


WSBT 


Saturday 


: “THE Two Buack CRows! oll 
KENNEDY [I 
_ “Ghe Royalty of Radio" _ 
‘at the COLFAX theatre | 


KENNEDY. RADIO WEEK °¢% (ml 


Get Your KENNEDY Radio Now 
and Hear ALL the Big Stars EVERY WEEK @ 


KENNEDY SOUTH BEND COMPANY 


H17 North Main Street Telephone 2-9447 


ANSWERS TO 


QUESTIONS! 


OPENING RECORD 
BROKEN IN OHIO 


and those who need it. 
OPINION, day or night. 


concerned. 


QUESTION 
Dear Ben: 

Sometime ago you published 
in Publix Opinion a series of 
Benday, sheets to use in lo- 
cally made ad-cuts with special 
assortment prices for Publix 
Theatres. As I recall it there 
was a $25.00, $50.00 and $75.00 
assortment of the sheets and 
I would appreciate it very much 
if you would place our order 


with the proper Company for aj, 


$50.00 assortment. 


Very truly yours,, 
Jack, Jackson, 


ANSWER 

Write to Chas. J. Rose, 1525 
. Fairmont Avenue, Philadelphia, 
for ROSS SCRATCHBOARD 
SHADING PROCESS, and to 
BOURGES SERVICE, 175 Fifth 
Avenue, New York, for Trans- 
parent celluloid shading ‘sheet 
process. Insist on special in- 
side Publix price. Order thru 
Home Office Purchasing Depart- 

ment. 


QUESTION 


Dear Mr. Serkowich: 
. Do you think ushers. should 
\ receive PUBLIX OPINION? 


RALPH CRABILL. 


Here is the “Quick Liaison” between those who have information 
Write or wire your question to. PUBLIX 
We maintain 24-hour service, and will wire 
reply if asked. Answers will be obtained from department heads: 


No, but Managers 
make notes. of material and in- 
formation that is of interest to 
the usher personnel, and pass it 
on, orally. 
intend to remain with Publix ‘ 
should be permitted to read the take it now! 
theatre-file of PUBLIX OPIN-| Virginian. 
ION, but not to remove it from 
theatre. 


Dear Mr. Serkowich: 
Performers in stage units who] managed by Frank La Bar, IJr., 
refuse to co-operate with pub-| was the distributing of 500 cards, 
licity or exploitation plans are containing a single line of copy— 
invariably supported in the at- 


titude by the unit show Com -| another, the card was flashed, thus 
pany manager. 


The opening record of the Pub- 
lix Paramount, ‘Toledo, Ohio, was 
broken with the showing of ‘‘The 
Virginian.’’ An original idea, sug- 
gested by Assistant Chief of Sery- 
ice Belkofer, tremendously aided 
in shattering the record gross in- 
take. 

Small cards were distributed by 
shoula| Uniformed ushers to business 
offices and to patrons of the the- 
atre, one week in advance of play- 
date, with the following copy: 
“Vou take our advice when we tell 
you where the best seats are—So 
And don’t miss ‘‘The 


ANSWER 


Those ushers who 


Card Distribution Aids 
“Why Bring That Up?” 
An unusually good stunt in ad- 


vertising Moran and Mack, at the 
Publix Plaza, Asheville, N. C., 


QUESTION 


“Why Bring That Up?’ When a 
person was asked a question by 


making the title of the picture a 
byword, even before its first show- 


aOR te Gas: 


ANSWER 
If the exploitation is not dan- 


.HELEN KANE’S NEW SONGS. 
The Paramount feature, ‘‘Point- 


gerous, embarrassing, or unrea-| ed Heels’ contains the following 
sonable, and has value to the|two songs, sung by Helen Kane: 
company, wire your complaint. 
briefly to A. M. Botsford, who 
will see that it has immediate| Gordon & Rich, to be published by 
attention. 


“T Have to Have You’’ by Robin 
and Whiting, to be published by 
Spier & Coslow. ‘‘Aintcha’’ by 


Shapiro Bernstein & Co. 


and the fact that many people won’t know what it means. 


ysuce unuer tie O1U party Jao9els,,O1 Ine Banc. 


\ 


SELLING “THE KIBITZER” 


By Russell Holman, 
Advertising Manager, Paramount Pictures 


_ “The Kibitzer”’ is a surprise package, like “Fast! Company.” 
ee a break and it will do great business. It’s worth, special 
effort. ‘ } 


i Like “Fast Company,” “The Kibitzer’ is the kind of fast mov- 
ing laugh-entertainment that people like to pay their money for. 
The clever dialog and the performance of Harry Green in the cen- 
tral role lift it far above the class, of the average special. 


Green was famous for years on the vaudeville and legitimate 
stage; now known to screen fans through “Close Harmony,” ‘“‘The 
Man I Love” and “Why Bring That Up?” After they see “The 
Kibitzer,” they’ll be asking eagerly about Green’s next. The stage 
play, “Kibitzer,” on which the picture is based, was written for 
Green. He would have played it in its Broadway run of almost a 
year if an extended engagement in London hadn’t prevented. 


Mary Brian and Neil Hamilton supply the love story. 


The first point of exploitation is the title. Cash in on its novelty 
Hold 
Get prominent 
Use teaser ads 
The press sheet 


contests offering prizes for the best definitions. 
people in the town to submit their ideas on it. 
based on “ ‘The Kibitzer’ Is Coming” gag, etc. 


contains a wealth of exploitation ideas built around the title, Lead- 


ing Paramount players, like Clara Bow, give their definitions of 
“Kibitzer”’ in the press sheet. Useful for teasers, etc. 


The next point is the stock market angle. ‘The Kibitzer,” in 
a way, is the comedy angle on “‘The Wolf of Wall Street.” In ‘‘The 
Kibitzer,” Green is a small cigar store proprietor suddenly given 
control of 10,000 shares of an expensive stock in a crazy market. 
He installs a ticker in his store and, with the whole neighbor- 
hood as witnesses, proceeds to go even crazier than the market. 
When he thinks he has been wiped out, it suddenly! develops: that 
he is a wealthy man because of the “Yes” of his; half-wit brother 
over the telephone. ‘ 


Is it smart to use the stock market angle in advertising the 
show, with so many people having’ been burnt in the recent sen- 
sational crash and probably not regarding anything about the 
stock market as entertaining? 


Here, in my opinion, is the angle today: The Department of 
Commerce says only 4% of the families in the United States were 
involved in the Wall Street Big Wind. 96% weren’t affected. But 
close to 100% are interested in anything pertaining to the stock 
market. Anybody who isn’t in thd market is pretty sure to be a 
market “kibitzer.’ At, this writing the Big: Crash has been suc- 
ceeded by an advance in stocks and a feeling of optimism about 
vail Street. Moreover, “The Kibitzer’ is 100% comedy angle on 
the Street. 


Even during the time of the smash the Broadway stage musical 
comedies inserted jokes about Wall Street and they got. big 
laughs, many of them from the unfortunate victims. 

Taking all of these things into consideration, it seems the Wall 
Street angle is good advertising. : 

_ For instance, thousands of people read about stock tickers and 
have never seen one. Stills from the picture show one in operation. 
Use them. There are a hundred stock market angles that could be 
used. 

See the picture in advance if you can. Then you'll recognize its 
big possibilities for exceptional box office business. It’s exactly 
the type of picture that Mr. Katz has been urging everybody to 
get behind. 


AND WE TOLD YOU SO—! 


A recent story in PUBLIX OPINION advised you to cash in on 
the: popularity of football. 
Manager Charles M. Pincus of the Publix Paramount Theatre inl 
Omaha nothing, appeared on two pages of The Omaha Bee-News. 
In addition, a huge banner was carried around the field in view of 
the huge crowd at the stadium on the day of the game. 


,emy the first™25 places.” | beautiful and ‘healthy, 


Football Thrills... 


* 


| a 
PARAMOUNT 
HOME OF PARAMOUNT PICTURES 

and the - 


OMAHA BEE-NEWS 


announce an exclusive showing 

Sunday at 1 p. m. 
and All Week 
eee of the ere 


NEBRASKA-—PITTSBURGH 
FOOTBALL GAME | 


RUSHED BY AIRPLANE 


to the Paramount Theatre direct from 
Nebraska Stadium for you! See the 
game on the screen! 


DON’T MISS THIS! 


This advertisement below, which cost | 
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- first hand information about human nature. 
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Publix Theatres Corporation, Paramount Building, New York, Week of November 8th, 1929 
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YOU HAVE THE | 
MERCHANDISE _ 
SELL IT! 


No.9 


No matter how tough the “break” you’ve had—or may get—you still own outright assets that, backed with your courage and vigor, will | 
always see you safely through. These assets are—first, a place in the world’s greatest theatre organization that offers you constant | 


opportunity for advancement; second, your friends in this organization, and, finally, your health, brainpower and ability. 
—SAM KATZ, President, Publix Theatres Corp. } 


“Leave no stone unturned to help Publix maintain 
the high standing it holds in the world of theatres.” 
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BEWARE!!! DECEMBER 11-24!! 


eee 

It’s no secret that pre-Christmas shopping puts such a severe 
strain on the public pocketbook and energy that the two weeks 
just before December 25 are the worst box-office days of the year 
for every theatre. ‘ 

The cause of this situation doubtless will always remain. How- 
ever, the effect can be changed. Publix confidently expects to 
change it this year. Those two weeks must be profit-making weeks 
in every theatre! The way to assure it, is to devise plans NOW— 
nearly forty-five days in advance. Set up your complete programs, 


-and launch a vigorous ticket selling campaign now. Don’t wait 


until December comes. The showmen who beat these two tough 
weeks will automatically label themselves as super-effective show- 
men and be proclaimed before the industry as such. 

_ Ten years ago theatres closed in hot summer months, and for 
two weeks before Christmas. Now the hot summer months are 
peak-profit months in most Publix theatres. During the last few 
years, Publix has enrolled the kind of showmen in EVERY 
theatre who know how to put the conquering kind of imagination 
vigor, salesmanship, and showmanship behind the pre-Christmas 
bogey. You’re forewarned, now! 


ARE YOU A SANDWICH-MAN? 


An anecdote that should be taken to heart by all Publix show- 
men is the one told by an eminent philosopher of advertising. 

_ He tells the’ story of his encounter with a seedy derelict at 
the Battery in New York, during his usual Sunday strolls to get 
A conversation was 
started and at its end, the shabby fellow asked the advertising man 
what his vocation was. When told, his face beamed as he said, 
“So am I! I’m a sandwich man. And it sure is hell when the 
wind blows!” pos 

Are you a sandwich man? Do you consider yourself an ad- 
vertising man, just because in haphazardly preparing copy or a lay- 


out, you serve as the medium between the merchandise you are sel- 


ling and the buying public? Do you write copy intelligently and 
thoughtfully? And then re-read and re-write it over and over 
again? Do you study the types of people in your community to 
whom it is directed? Do you know their likes, dislikes, whims, 


When you think your copy is ready for publication, do you 
read it in the same manner that your prospective patrons would? 
Placing yourself in the reader’s place, would you go to see the at- 
traction, only upon the strength of the advertisement? 

Do you put enough life, color and contrast into your advertise- 
ments to command immediate attention? Do you write and lay-out 


your copy so that after the attention is grasped, the rest of the text 


or lay-out will continue to intereststhe reader? Does your entire 
:mportant message dominate it all? Remember, that a -person’s eye 
can only steadily rest upon a heading or illustration for about eight 
econds! : 

The next time you prepare any type of advertising, ask yourself 


this question: “Am I an advertising man or a sandwich man?” 


SNIPING AT PROBABILITY 


The ability to anticipate probabilities is one of the most valuable 
characteristics of your super showman. That ability comes from 
study of the past history of show business, as well as keen interest 
in current happenings. Showmen who operate under the Publix 
banner have that quality—and encourage its development in their 


SOUND 
TIPS | 


From Publix Department of 
~ Sound and Projection. 


HARRY RUBIN, Director 


BULLETIN No. 33 


Oil causes rubber to. swell. 
When oil from the _ projector 
mechanism works into the movie- 
tone amplifier cabinet, the conse- 
quent swelling of the rubber pad 
on which this amplifier rests leads 
to noise and sometimes to ruined 
amplifiers. ' 


ism should be kept free of excess 
oil, so as little as possible will 
run into the amplifier cabinet. 
In the second place, this cabinet 
should frequently be wiped’ dry— 
several times a day if necessary. 
This takes only a moment. 


When in. spite of these pre- 
cautions the rubber begins to warp 
it should be cut away at the 
edges, using a sharp knife or a 
razor blade tied to the end of a 
serew driver. | This will allow the 
rubber to spread horizontally, and 
stave off trouble for a _ while. 
However, if the warping has 
reached serious proportions this 
method of relief should not be 
used except temporarily—the rub- 
ber is to be replaced as soon as 
possible. 


When this rubber pad swells it 
lifts the cradle in which the ampli- 
fier rests, with the result that the 
free adjustment of the amplifier 
is upset and it touches the cradle. 
A glance at this rubber is always 
in order in running down movie- 
tone noise. In cases where movie- 
tone noise is only occasional, not 
constant, it may be found that the 
amplifier is ALMOST touching— 
that is, touching only once in a 
while, and so picking up machine 
noise and vibration once in’ a/| 
while. Take hold of the amplifier 
gently, without disturbing its posi- 
tion, and rock it gently in every 
direction. That will show whether 
it is ALMOST touching. Remem- 
ber it can touch in back, where 
you can’t see it, as well as in 
front. 

Cases are on record where the 
swelling of this rubber so badly 
warped the amplifier frame that 
a new amplifier had to be installed. 
In addition to using every precau- 
tion to keep this rubber as free 
from oil as possible, a careful eye 
should be kept upon it. The rub- 
ber should be cut away to allow 
it room when it starts to swell, 
and replaced altogether when the 
swelling starts to become irregu- 
lar enough to be called warping. 


Butterscotch Wafers 
Aid Window Display 


An effective window display 
was employed by Manager David 
Perkins of the Publix Strand, 
Lowell, Mass., to exploit ‘Gold 
Diggers of Broadway.” 


Butterscotch wafers strewn all 
over the floor of the window, to- 
gether with a back-drop and cut- 
outs of pirates:and gold chests, 
aided the attractive display. You 
may obtain the materials for the 
layout from the Reed Candy Com- 
pany, 1245 Fletcher St., Chicago, 
Ill., providing there is a store in 
your town which handles the but- 
terscotch wafers. 


In the first place, the mechan- 


FILE THIS! IT WILL 


Watch Publix Opinion for this service in every issue! Watch the 


trade papers 


LENGTH OF 


Subject 


Record 
No. 


Kibitzer—9 reels (AT)..... 


Venus—S8 reels (8S) 
Paris—10 reels (AT) 


Forward Pass—8 reels (AT)... 
Footlights and Fools—8 reels 
T 


Shanghail Lady—8 reels. (AT).. 


(AT)—AII Talking 
(S)—Synchronized 


ELP PLAN PROGRAMS | 
for it, too! i 


FEATURES 


Make 


Paramount 
United Art. 
- First Natl. 
First Natl. 


First Natl. 
Universal 


LENGTH OF TALKING SHORTS 
; | PARAMOUNT 
Weak But Willing (Christie) 
Saturday Night Kid (Trailer) 


News No. 27 

He Loved The Ladies 

Brown Gravy 

At The Gate 

Wee Bit of Scotch (Bruce § 
WAR 


cenic) 
N 


Irene Franklin ‘“‘Those cians The Days” 


Sky Boy (Langdon) 
Mill Pond (Sound Fables) 


EDUCATIONAL 


A Hollywood Star 
Hunting the Hunter 


Gen. Ginsburg 


Gibbs Siamese Twins 


ADVANCE TRAILER CORP. 


Gibbs Siamese Twins (Prologue) 
Length of Synchronous Shorts 
PARAMOUNT 


Garden In The Rain....... 
PUB 


Bedelia (Song cartoon) 


ee F 


LIX 


VISUAGRAPHIC 


Broadway Limited 


Length of Non-Synchronous Shorts 
PARAMOUNT 


News No. 27 
INDEPE 
Nation’s Market Place 


Screen Songs 
Afford Good 
Tie-Up 


“Simplicity and ease of execu- 
tion characterize the following 
rather effective school tie-up on a 
Paramount Screen Song,’ says 
Milton Overman, City Manager for 
Abilene, Tex. — j 

“We directed letters to the 
music supervisors of the grade and 
high schools of our city, the let-}| 
ters voicing our appreciation of 
the difficulties encountered by the 
teachers in finding suitable meth- 
ods wherewith to ground their 
students on the subject of ‘What 
Constitutes Good Music.’ 

Old Time Songs / 

“We told them that our show- 


NDENT 


test and ordered to submit themes, 
And the theatre program was. 
given extra heavy mention for the 
simple reason that we did not ask 
for it. (A brilliant example of 
the perversity of we humans). _ 

“There are several other 
screen songs upon which the same. 
tie-up can be made; ‘Old Black 
Joe,’ for example. Many of the 
new Publix musical novelties 
could also be made to fit in. The 
new United Artists sound short, 
‘1812 Overture,’ should be made 
the basis of the greatest musical 
tie-up since sound came in.” _ 


Telegraph Tie-up Aids 
Theatre’s Birthday 


Wallace Allen, Publicity Super- 
visor of Florida in co-operation — 
with John McKenna, manager of. 
the Publix Tampa, arranged with 
the Postal Telegraph Co., to hook 
up a direct wire from the MGM 
Hollywood studios, where Bessie 


ing of the Paramount Screen Song,/ Love was to press a button that 
‘Ye Old Melodies,’ suggested @/ would ring in the theatre, starting 
‘painless’ method for them to util-|the midnight show and Third 
ize. That the old time songs, in| Birthday Celebration of the house. 
the main, came under the class-| A telegram from John Gilbert 
ification of good music; and that|was received from a_ telegraph 
if they would conduct contests in| set placed on the stage. : 
their schools asking for themes on | all done at no cost ot the theatre. 
the subject ‘Why The Old Time 
Melodies Enjoy Enduring Popu- 
larity,’ we would furnish prizes to 
the winners in the form of cash 
and theatre passes. 

“We told them that we were not 
seeking an undue amount of pub-|: 
licity as the screen song occupied 
but a small part of the excellent 
program. : 

Teachers Do Rest 

“That’s all there was to the 
proposition as far aS we were con- 
cerned. The teachers put the mat- 
ter up to the school superintend- 
ents; they okayed the deal, the 
students were advised of the con- 
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THEATRE PICTURE 
Paramount...The Love Doctor 
Rivoli Welcome Danger 
Rialto The Trespasser 


B’Klyn Paramount, | 
; The Love Doctor 


Criterion ($2) 
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